ABSTRACT
I n this article, we investigate an important but surprisingly ignored question: How might a major brand crisis affect the brand's home country image and related brands from that country? Toyota, synonymous with Japanese quality, experienced a major public relations crisis in 2009-2010 involving unintended acceleration in several automobile models. The following quotation reflects the possibility that a brand crisis may spill over to the brand's home country image: "It's unlikely that we'll ever again hear about wonderful Japanese quality compared to shoddy Detroit's work" (Flint 2010) . The Japanese government also expressed concerns that Toyota's crisis would lead to a change in public perception toward all things Japan and that the backlash would also extend to other Japanese brands (Mochizuki 2010) .
Similarly, British companies expressed a fear of a negative backlash following the 2010 BP oil spill in the Gulf of Mexico (Gribben and Spillius 2010) . The fear was bolstered by U.S. publications, which increasingly referred to BP as "British Petroleum" to emphasize Britain's role in the disaster, even though the company had rebranded to become "BP" ten years earlier (The Economist 2010). Despite increased attention to corporations and their social responsibility, there has been a paucity of research on the theoretical understanding of negative spillovers from brand transgressions onto country image and related brands.
Thus, the current study is at the intersection of the country image and brand transgression literature streams. Significant research has examined the interplay between country image and brand image, and yet the majority of country-of-origin (COO) research has predominantly investigated the effects of country image perceptions on product evaluations and purchase behavior (e.g., Chu 2013; Melnyk, Klein, and Völckner 2012; Sharma 2011; Verlegh and Steenkamp 1999 ). Pharr's (2005) major review of the COO literature graphically depicts the causal relationship as country-specific beliefs AE COO-related thoughts AE COO brand evaluations AE purchase intentions, with only a few notable exceptions (e.g., Lee and Lockshin 2012; Lopez, Gotsi, and Andriopoulos 2011) .
A separate body of literature has emerged that studies the effects of brand transgressions. For example, Aaker, Fournier, and Brasel (2004) examine how consumers' relationship with brands evolves following a brand transgression. Ahluwalia and Gürhan-Canli (2000) investigate how negative information about a brand extension affects the family brand. This literature stream has also expanded to examine when and how brand transgressions spill over to competing brands (e.g., Janakiraman, Sismeiro, and Dutta 2009; Roehm and Tybout 2006) . Brand transgression effects are moderated by brand equity and consumers' brand commitment (Ahluwalia, Unnava, and Burnkrant 2001) or consumers' self-brand connection (Cheng, White, and Chaplin 2012) . However, to our knowledge, no studies have examined spillover effects following a brand transgression on attitudes toward the country and other brands associated with that country.
Given the frequent reports of high-profile brand transgressions in recent years and associated concerns of managers and government officials about negative spillover effects, it is important to gain a better theoretical understanding of how brand transgressions affect country image and related brands. Particularly when the brand is strongly associated with its home country, government officials and industry leaders may need to fight a public relations battle to retain or repair perceptions of their country, its industry, and its brands.
We develop a conceptual framework to account for the empirically observed negative spillover on the country image from the brand. We integrate two important aspects of cognitive psychology to develop our conceptual framework. First, according to prototype theory (Rosch 1978) , consumers create cognitive efficiency by combining things into mental categories. A dominant, iconic brand can be viewed as a prototypical exemplar for its membership category. For example, Kindle, iPhone, and Google may be the prototypical exemplars for e-book readers, smartphones, and search engines, respectively. Using such prototypical exemplars, consumers build stereotypical images of the exemplar's category. When the exemplar is subject to a highly publicized negative event, the negative effect may spill over to related items (e.g., brands, industries, countries) that are members of the same mental category (Lei, Dawar, and Lemmink 2008) . Second, we draw on models of schema change based on schema disconfirmation (Rothbart 1981; Taylor 1981; Weber and Crocker 1983) to examine how a prototype brand transgression may alter category perceptions.
Our research contributes to the literature stream by unpacking the contexts and mechanisms by which brand transgressions affect country image and related brands. We propose that the mechanisms of schema change differ depending on the prototypicality of the transgressing brand and the economic development of the transgressing brand's home country. We examine the conceptual framework experimentally by varying the degrees of prototypicality and the transgressing brand's home country. In so doing, we provide new theoretical insights into the relationship between brands and country image and examine a causal relationship that previous COO literature has largely ignored. Furthermore, this study should be valuable for policy makers and agencies concerned with managing and promoting their country's image, for example, to attract tourists or inward foreign direct investment. Finally, the crisis management literature stream has long recognized the need for firms to develop crisis response plans for various scenarios. This study suggests that firms should develop such plans in case of brand transgressions by associated firms in the consumer's mental network.
CONCEPTUAL DEVELOPMENT
We define a brand transgression as a negative disconfirmation of customer expectations through acts of omission or commission by the brand. Furthermore, in line with insights from the risk management literature (e.g., Harris, Jenkins, and Glaser 2006) and medical drug research (e.g., Cox, Cox, and Mantel 2010) , it seems that brand transgressions can be two-dimensional. A deep transgression is one with significant (perhaps fatal or life-threatening) negative consequences, and a wide transgression is one experienced by a large proportion of the population.
For example, the Toyota transgression affected a large number of automobiles and had allegedly fatal consequences, which makes it both wide and deep. Another recent example of brand transgression was the presence of horse meat in the products of major European food brands (e.g., Nestlé, IKEA). This transgression was wide in the sense that it covered significant amounts of food that mixed horse meat with beef, but other than the feel-ing of discomfort and mental trauma from eating horse meat, depth was limited in the sense that it did not involve life-threatening negative consequences. We expect that these two dimensions of brand transgression have similar negative effects on country image and related brands, and we empirically assess the effects of each dimension. However, because we find no theoretical reason to expect differential effects, and for the sake of parsimony, in the conceptual development section we elaborate only on a simpler brand transgression construct, with the assumption that the hypotheses apply to both dimensions.
Country Image as a Mental Network of Associations
Shortly after Schooler's (1965) seminal article introducing the COO phenomenon, Nagashima (1970) conceptualized country image as a mental category of associations, which has gained widespread acceptance. For example, Verlegh (2001, p. 25) defines country image as "a mental network of affective and cognitive associations connected to the country." Askegaard and Ger (1998, p. 52 ) describe it as a "schema, or a network of interrelated elements that define the country," and Kotler, Haider, and Rein (1993, p. 141) define it as "the sum of beliefs and impressions people hold about places. Images represent a simplification of a large number of associations and pieces of information connected with a place." This perspective views country image as a network of associations that consists of nodes linked together in the consumer's memory networks (e.g., Shimp, Samiee, and Madden 1993) .
Schemas may be construed as organized cognitive structures that link a network of concepts (e.g., information on brands, products, or country). Cognitive psychologists have developed several related theoretical perspectives that adopt this general idea. The associative network perspective (Collins and Loftus 1975) suggests that consumers create categories of associated objects and that thinking about one induces thoughts about the other. Similarly, categorization theory suggests that people organize information into categories, which allows for faster processing and an improved understanding of the environment . Prototype theory is another perspective from cognitive psychology that suggests the creation of categories for cognitive efficiency that, we posit, are particularly useful for understanding country image effects, especially those caused by an iconic brand's transgressions.
Prototype Theory
According to prototype theory (Rosch 1978) , people seek cognitive efficiency by categorizing objects and events in a way that maximizes similarity between objects in a category. A new object is identified with a category by a matching process that minimizes the differences between the attributes of the new object and the prototype or the category exemplar most representative of the category (Rosch 1978) , thereby enhancing information processing efficiency. Furthermore, the interconnecting links may vary in strength and scope such that central concepts may be strongly linked all over the network. Peripheral concepts may be strongly linked to only parts of the network.
In other words, instead of conceiving a category by its boundaries, prototype theory suggests that a category is conceived by its clear-cut cases (i.e., prototypes ; Rosch 1978) . Thus, we view a prototypical exemplar as a member of a cognitive category whose attributes strongly resemble or reflect the attributes of the category. According to Crocker, Fiske, and Taylor (1984, p. 202) , such exemplars are "probably quite close to the default values for the schema." Because the prototypical exemplar represents the totality of the schema to which it belongs, it follows that it must have strong linkages with the farthest reaches of the entire associative network that comprise the schema. Therefore, a less prototypical exemplar, limited by the extent of its strong linkages in the schema domain, is less representative of the schema.
Central to this investigation, prototype theory suggests that attributes of a category are primarily determined by attributes of the prototypical exemplars that form the central core (Jones 1983 ). An implication is that changes in the attributes of the prototypical exemplar are highly likely to lead to similar changes in the attributes of the category. Anecdotal evidence suggests that a country's major corporate brands are prototypical exemplars of the country's image. Olle Wästberg, Director of the Swedish Institute (a government agency responsible for promoting Sweden), argues that IKEA, with its blue and yellow stores, Swedish restaurant, and Swedish product names, has done more to enhance Sweden's image abroad than all governmental efforts together. At the same time, he laments that Swedish fashion retailer H&M does not clearly communicate its Swedish origin (Endter 2009 ). Similarly, Anholt (2000) suggests that South Korea's country image is, to a large extent, based on its recently emerged major corporate brands. Van Ham (2001, p. 2) suggests that "Microsoft and McDonald's are among the most visible U.S. diplomats, just as Nokia is Finland's envoy to the world."
The Conversion Model of Schema Adjustment
We expect perceptions of the category, or schema, to change in two main ways. First, category perceptions can evolve incrementally with increasing experiences in which "the maturing schema evolves to fit the variety of instances to which the receiver is exposed" (Crocker, Fiske, and Taylor 1984, p. 198) . Rothbart (1981) coined the term "bookkeeping" to describe this kind of incremental change in category perceptions. The bookkeeping model fits slow, incremental changes of perceptions over several decades. For example, when Japanese cars first entered Western markets in the 1950s and 1960s, consumers perceived them as low quality. Over time, and with a strict adherence to quality objectives, Japanese cars became synonymous with "best in class" and became the benchmark for U.S. and European manufacturers. Although the year-to-year change over the past 50 years may have been minimal, the accumulated change in category perceptions of the Japanese auto industry has been substantial.
Within the COO literature, the few studies examining brand image effects on country image have, in general, assumed this type of gradual approach. Lopez, Gotsi, and Andriopoulos (2011) conceptually propose that corporate brand image is a significant antecedent to country image. Kleppe, Iversen, and Stensaker (2002) argue that strong brands with a strong national identity may affect the country image and, in turn, carry over to other brands. Lee and Lockshin (2012) use a sample of Australian students to empirically demonstrate that product beliefs affect consumers' perception of the country as a tourist destination. Finally, Gotsi, Lopez, and Andriopoulos (2011) conclude, from qualitative interviews with brand consultants, that brand image is more likely to transfer to country image when the brand is more powerful, more visible, and more closely tied to the country (i.e., a prototypical exemplar with strong linkages to the overall schema).
Unlike slow, gradual schema adjustments, a prototype brand transgression is a more dramatic event, and Rothbart (1981) developed the "conversion" model to describe such stereotype change. The conversion model suggests a significant change in category perceptions as a result of incongruent behavior by a prototype brand. People can alter category perceptions on the basis of only one or two strongly disconfirming events (Weber and Crocker 1983) , and schema change is more likely when the disconfirming brand is considered a typical member of the category (Loken 2006) . Recent empirical evidence has suggested that the conversion model is applicable following a brand transgression. For example, Roehm and Tybout (2006) find that a scandal associated with a prototypical brand in the fast-food restaurant category results in negative spillover effects on competing brands in that category. Janakiraman, Sismeiro, and Dutta (2009) find similar cross-brand negative spillover effects, as do Lei, Dawar, and Lemmink (2008) , who document that the strength of association between brands influences the magnitude of the spillover effect. Thus, a brand transgression by an iconic prototype brand can be particularly damaging because it disconfirms the brand's and its associated country's image as a producer of reliable, high-quality products.
Although we discuss these schema change theories and the prototype theory as different perspectives relating to cognitive structures and categorization, it is important to point out that the two are connected, particularly through the accessibility-diagnosticity model (Feldman and Lynch 1988) . According to this model, people apply new information to modify a construct in memory if (1) it makes the construct highly accessible and (2) the information is diagnostic, warranting a change. A prototypical brand, by definition, renders the related schema highly accessible. Furthermore, negative information on a prototypical brand is doubly diagnostic, first, because previous research has shown negative information to be more diagnostic (Ahluwalia, Burnkrant, and Unnava 2000) , and second, because the prototypical brand is most reflective of the schema.
Thus, the COO schema change triggered from the prototypical brand's transgression is likely to follow the aforementioned conversion model. In contrast, brand transgression by a less typical brand, even if highly diagnostic, should (again by definition) render only parts of the schema accessible. In the latter case, a different, subtyping mechanism (Taylor 1981) should prompt the schema change (we elaborate on this mechanism in a subsequent section). In summary, this connection between the prototype theory and schema change theory is the theoretical grounding for this research.
Brand Transgressions and Image Transfer
Early conceptualizations defined country image as "the picture, the reputation, the stereotype that business- [people] and consumers attach to products of a specific country. This image is created by such variables as representative products, national characteristics, economic and political background, history, and traditions" (Naga shima 1970, p. 68) . This definition conceptualizes country image as a broad construct that combines product perceptions with overall economic and political considerations.
However, more recent conceptualizations have advocated a more nuanced perspective between broad country characteristics and narrower product characteristics (e.g., Parameswaran and Pisharodi 1994) , and that is the perspective we adopt for this study to achieve improved theoretical granularity. Extant research has suggested a distinction between a country's macro and micro images (e.g., Heslop and Papadopoulos 1993; Martin and Eroglu 1993; Pappu, Quester, and Cooksey 2007) . Country associations may refer to either the economic, political, or cultural environment of the country (macro image) or product-related associations (micro image). Micro country image is defined as "the total of beliefs one has about the products of a given country" (Pappu, Quester, and Cooksey 2007, p. 727 [emphasis added]) . Micro country image is directly related to a product-level view of country image and represents the beliefs limited to products from the country. For example, it includes beliefs about a country's products in terms of reliability, quality, innovativeness, and prestige (Roth and Romeo 1992) .
In contrast, macro country image is defined as "the total of all descriptive, inferential and informational beliefs one has about a particular country" (Pappu, Quester, and Cooksey 2007, p. 727 [emphasis added]) . It represents broader beliefs about a country with respect to its economic, political, and technological dimensions (Martin and Eroglu 1993) . We expect the macro and micro dimensions of country image to be interrelated, but different, with potentially unique antecedents and consequences.
Extant research has considered mental schemas hierarchically organized at different levels of abstraction (Cantor and Mischel 1979) , with more specific schemas at lower levels and progressively more general and abstract schemas at higher levels. The schema on macro country image is at the highest level, whereas micro country image is a lower level subschema that reflects product-specific perceptions. Schemas are expected to be differentially accessible, and the schema that is more accessible is activated (Higgins and King 1981) in response to stimuli such as negative information relating to a member (e.g., a recall by a car brand).
We predict that a brand transgression will have a significant effect on micro country image as it directly relates to consumers' perception of strengths and weaknesses in production (Pappu, Quester, and Cooksey 2007; Roth and Romeo 1992) . The prototype brand is very typical of the micro country image (Loken 2006) , and a brand transgression is a significant disconfirming event that we expect to follow the conversion model as discussed previously (Taylor 1981) and to lead to an adjustment of the mental schema.
We expect the schema adjustment in micro country image to hold regardless of context. However, we posit that the spillover from a brand transgression to the macro country image is dependent on the level of the country's development. Macro country image represents broader beliefs about the political and economic environment of the country. Economically advanced countries, such as Japan and Germany, have well-defined macro country images made up of multiple strong nodes as a result of their high profiles in global, social, economic, and political affairs. Consequently, consumers are relatively knowledgeable and familiar with advanced economy countries (Anholt 2010; Pappu and Quester 2010) . However, this is not the case for newly industrialized countries (NICs) and their macro country image.
In contrast to countries with advanced economies, consumer familiarity and knowledge of NICs are tenuous and often poorly calibrated. For example, Pappu and Quester (2010) find that Australian consumers have greater familiarity and perceived knowledge of Japan than South Korea. In effect, the macro country image of an NIC is more frail and more easily subject to adjustment in consumers' minds. Although macro country image refers to broader beliefs about a country with respect to its economic, political, and technological dimensions, consumers' knowledge of NICs is limited and relatively malleable. Anholt (2010) discovered that people worldwide have difficulty distinguishing North and South Korea. Despite tremendous growth and development over the past several decades, South Korea's country image is still relatively weak and suffers due to associations with North Korea. Furthermore, given the greater lack of historical and political familiarity of NICs, prototype brands may be more influential in the development of country image. For example, Anholt (2000) emphasizes the role of South Korea's leading brands (e.g., Hyundai, Samsung, LG) in the development of its country image.
In effect, the macro country image of an advanced economy is made up of multiple nodes, and the fit between the consumer's mental macro country image and the corporate brand is relatively weak, leading to a low transfer of associations (Dacin and Smith 1994) . This follows the logic of the bookkeeping model (Weber and Crocker 1983) , in which few disconfirming events are not expected to have much impact on the broader macro country image. In contrast, new disconfirming information is expected to have a stronger influence when the category is less developed (Loken 2006) . Macro country image of NICs is made up of relatively fewer nodes that are less anchored in the consumer's mind. Accordingly, NIC prototype brands are more closely associated with the country's macro country image, which suggests a closer fit between the prototype brand and macro country image in consumers' minds and leads to greater transfer of association from the brand onto macro country image. Thus:
A brand transgression by a prototypical brand from an advanced economy leads to a negative spillover on micro country image but not macro country image.
H 1b : A brand transgression by a prototypical brand from an NIC leads to a negative spillover on micro and macro country image.
A Mediated Spillover on Related Brands
Furthermore, when the prototype brand affects the overall perception of the category (country image), we also expect the negative effect to spill over to peripheral members of the category (Roehm and Tybout 2006) . This suggests a mediated framework (see Figure 1 ) in which the spillover from the transgressing brand to related brands is mediated by country image.
This conceptual model is largely consistent with Han's (1989, p. 223) summary perspective, which suggests that "consumers recode and abstract individual elements of information into higher order units or 'chunks.'" This perspective captures the first part of the model, in which a prototype transgression results in disconfirming information about the mental category and affects category perceptions. Subsequently, the spillover to related brands within the category is also consistent with the summary perspective, in which perceptions of the category (country image) are transferred onto related members, or brands, of the same category. This suggests that country image serves as a mediator between the prototype-transgressing brand and peripheral members of the category. Consistent with H 1 , in an advanced economy context, we expect the brand transgression only to affect micro country image, and thus, it is the only mediator. In contrast, in an NIC context, we expect both macro and micro country image to be significant mediators, and we summarize these arguments in the following hypotheses.
H 2a : A brand transgression by a prototypical brand from an advanced economy leads to a negative spillover on related brands, which is mediated by micro country image but not macro country image. Research has identified typicality of the disconfirming entity as central to whether the disconfirmation leads to an overall change of the category or the creation of a subtyping category (Rothbart and John 1985; Wilder 1984) . Less typical members of the overall category are less likely to activate the overall stereotype, so their disconfirming attributes are less likely to become associated with it (Johnston and Hewstone 1992). Weber and Crocker (1983) illustrate the role of typicality by finding that disconfirming information about white, highearning lawyers was more likely to lead to overall stereotype change, whereas disconfirming information about black, lower-earning lawyers led to subtyping.
Transferring this perspective to the COO context, we suggest that some product categories are more (less) typical in consumers' mental network. Many countries take great pride in having a successful auto industry, and considerable government resources are often allocated toward developing and sustaining it (e.g., U.S. government bailout of General Motors and Chrysler in 2009, the Chinese government's significant investment in turning its auto manufacturers into global brands). In effect, automobiles represent a highly typical product category and an industry with strong country associations (Samiee 2011) . We expect brand transgressions by prototypical national champion automobile brands that are strong symbols of the country image to lead to an activation of the overall stereotype and follow the conversion model.
When the transgressing brand is less typical of the overall category, we expect the disconfirming information to lead to subtyping with narrower (vs. broad) spillover effects: we expect spillover to be confined to brands within the new subtype. Consequently, the strength of the associative link between the transgressing brand and other brands within the product category should be strong, but we do not believe that a less typical brand's transgression will spill over to brands outside its product category.
H 3 : A brand transgression by a less typical brand leads to spillover effects limited to brands within the transgressing brand's product category.
Figure 1 provides a graphic illustration of the conceptual model, which relates a prototypical brand transgression's influence on its country image and the consequent spillover on the related brands together with the moderating influences of country development and the prototypicality of the focal brand.
METHOD
We relied on experimental design to examine the conceptual framework. The automobile industry has been subject to some high-profile brand transgressions (e.g., Toyota), and major auto brands are closely connected to their home countries (Magnusson, Westjohn, and Zdravkovic 2011) and have been frequent subjects of COO studies (e.g., Sharma 2011; Verlegh 2007) . Given the recent Toyota crisis and its potential effects on Japan's country image and the images of related brands, which may have confounding effects, we chose to focus on two other major players in the global automobile industry: Germany and South Korea. In 2012, nine German brands were represented in Interbrand's ranking of the top 100 global brands (Interbrand 2012) . Of these brands, five were automobile brands, led by MercedesBenz with an estimated brand value of $30 billion. Thus, Germany is well known for producing high-quality automobiles (Roth and Romeo 1992) , and Mercedes-Benz is the most prototypical exemplar.
South Korea has made significant advancements in recent decades, and it matches (or exceeds) advanced economies in terms of economic development and infrastructure. However, in consumers' minds, its country image is still far less developed than that of advanced economies (Anholt 2010; Magnusson, Westjohn, and Zdravkovic 2011) , and several business publications still categorize it as an emerging market (MSCI 2012; Vale Columbia Center 2012). Thus, it seems reasonable to examine differential spillover effects between an advanced economy (Germany) and a newly industrialized one (South Korea). Three South Korean brands were represented among Interbrand's 2012 top 100 global brands, and two of them were automobile brands (Hyundai and Kia) (Interbrand 2012) . Hyundai is the largest South Korean auto brand, with an estimated brand value of $7.5 billion, making it the most prototypical exemplar.
Finally, our third hypothesis predicts that a less typical brand will lead to subtyping, which suggests narrower spillover effects. To examine this prediction, we return to a German context and focus on the beer industry. Germany has a strong reputation as a beer producer, but beer is less closely tied to country image than are other German brands/industries (Roth and Romeo 1992) . We selected Beck's as a prototypical exemplar of the German beer industry because it is Germany's most exported beer brand and has a 150-year exporting history. Furthermore, our pretest revealed that Beck's was the most familiar German beer brand, reinforcing its prototype role.
Stimuli
As previously noted, we define a brand transgression as a negative disconfirmation of customer expectations through acts of omission or commission that can be deep and/or wide. In line with research on medical drugs (Cox, Cox, and Mantel 2010) and the risk management literature stream (e.g., Harris, Jenkins, and Glaser 2006), we took a generalized empirical approach by orthogonally operationalizing the brand transgression construct along both depth and width dimensions. Our goal was to distinguish the influence of a deep disconfirmation, in which the negative experience was severe regardless of how widely it was experienced, and a wide disconfirmation, in which a majority of the customers encountered the experience regardless of its severity.
Although not hypothesized, a finding of potential interactive effects between depth (severity) and width (extent) would not be surprising.
Thus, we designed a 2 (severity: high vs. low) ¥ 2 (extent: high vs. low) product recall crisis, mimicking newspaper articles describing auto recalls. Auto recalls can be severe, indicated by major accidents and fatalities allegedly caused by malfunction. Recalls can also be extensive in the sense that they cover a high volume of cars across multiple models and several production years. A series of pretests fine-tuned the experimental manipulation. Not surprisingly, the participants considered the high severity-high extent scenario the most egregious brand transgression and considered the low severity-low extent scenario the least egregious. Appendix A provides examples of the experimental stimuli.
We had to revise the experimental stimuli to fit the beer industry. We captured high severity with bad beer causing severe health issues and low severity with bad beer that had a sour taste. Similar to the auto industry, we captured extent by the number of beer bottles and types of beers included in the recall.
Participants
Study participants were identified and contacted with the assistance of upper-level business students at three U.S. universities. They invited their coworkers, family, and friends over 26 years of age to take an online survey. This process is consistent with the procedures recommended by Bitner, Booms, and Tetreault (1990) , and it has been commonly used in marketing studies (e.g., Arnold and Reynolds 2012; Westjohn, Singh, and Magnusson 2012 
Variables and Procedure
The online survey first exposed the participant to the recall article. Subsequently, respondents provided brand attitude evaluations for several brands measured with a three-item scale adopted from Rosbergen, Pieters, and Wedel (1997) . For the Mercedes-Benz transgression, we measured spillover effects on Audi, BMW, and Volkswagen as German automobile brands and Bosch and Siemens as German electronics brands. To ensure that spillover was confined to brands associated with the transgressing brand's home country, we also included Ford and Kia as non-German control brands, and we expected no significant spillover onto these brands. Consistent with recommended best practices in the COO literature stream (e.g., Samiee 2011), we did not disclose each brand's origin. Thus, any significant effects would be attributable to the consumer's mental network of associations rather than an artifact of forcing the consumer to consider country associations.
For the Hyundai transgression, we examined automobile brands Kia and Daewoo (even though Daewoo is no longer available in the U.S. market, pretests revealed that it was reasonably familiar to consumers) and electronics brands LG and Samsung. Similar to the Mercedes-Benz study, we included Ford and Audi as non-South Korean control brands. For the Beck's transgression, we examined spillover effects on other German beer brands (Löwenbräu and Franziskaner), German auto brands (Audi and Volkswagen), and German electronics brands (Bosch and Siemens). We included Bud Light and Dos Equis as non-German beer brands.
After the brand attitude evaluations, we measured macro and micro country image. Presenting the dependent variable before the mediator variable follows recommended survey design procedures (Podsakoff et al. 2003) . We adapted the macro and micro country image scales from Pappu, Quester, and Cooksey (2007) . Appendix B provides all scale items and reliabilities. All scales exceeded common reliability thresholds. Furthermore, discriminant validity between micro and macro country image was evident from a factor analysis (Varimax rotation), which split the items into the expected two constructs.
RESULTS
For ease of presentation, we present the results of the three experimental contexts separately, beginning with the Mercedes-Benz transgression. H 1a predicts that the brand transgression by the prototypical brand MercedesBenz will affect Germany's micro country image but not its macro country image, and H 2a predicts that the transgression will spill over to related German brands, mediated by micro country image. To test these predictions, we first examined the relationship between brand transgression and micro/macro country image by conducting a multivariate analysis of variance (ANOVA) with micro and macro country image as the dependent variables and transgression severity and extent as the factors. The results reveal a significant effect of the transgression severity on Germany's micro country image (M low severity = 5.36, M high severity = 4.67; F(1, 182) = 9.58, p < .01) but not on Germany's macro country image (M low severity = 4.67, M high severity = 4.62; F(1, 182) = .06, p > .10), which supports H 1a . Transgression extent and the interaction between severity and extent are not significant.
Then, we computed the average attitude across the five German brands (Volkswagen, BMW, Audi, Siemens, and Bosch) and conducted a univariate ANOVA with average brand attitude toward the German brands as the dependent variable and transgression severity and transgression extent as factors. The results reveal a significant effect of transgression severity on average brand attitude (M low severity = 4.94, M high severity = 4.54; F(1, 180) = 6.66, p < .01) but no effect for transgression extent and no significant interaction.
Next, we conducted an analysis of covariance by including Germany's micro country image in the model as a covariate. The results show that micro country image is significantly related to attitude toward German brands (F(1, 181) = 78.79, p < .001), but the effect of severity toward German brands is no longer significant (F(1, 181) = 1.49, p > .10). This pattern fully supports H 2a (see Figure 2) for the severity transgression dimension and suggests that the Mercedes-Benz transgression leads to a stereotype change of Germany's micro country image, which spills over to related German brands.
The hypothesis testing was based on combined evaluations for all relevant brands. Yet it is also worthwhile to examine the effects at the individual brand level. Figure  3 , Panel A, presents the results, which show that transgression severity had a significant effect on all five German brands. Enhancing confidence in the findings, the Mercedes-Benz transgression did not significantly affect brand attitude toward the South Korean control brand, Kia, or the American brand, Ford.
H 1b and H 2b examine the effects of brand transgression for a country with a less developed and less stable country image. We predicted that a Hyundai brand transgression would significantly affect South Korea's micro and macro country image and that both macro and micro country image mediate spillover to related brands.
We tested these predictions in the same fashion as in the Mercedes-Benz experiment. First, we conducted a multivariate ANOVA with micro and macro country image as the dependent variables and transgression severity and extent as the factors. The results reveal a significant effect of transgression severity on South Korea's micro country image (M low severity = 3.67, M high severity = 3.13; F(1, 175) = 8.13, p < .01) as well as its macro country image (M low severity = 3.61, M high severity = 3.28; F(1, 175) = 3.23, p < .10), in support of H 1b . Neither transgression extent nor the interaction between severity and extent are significant.
Then, we computed the average attitude across the four South Korean brands (Kia, Daewoo, LG, and Samsung) and conducted a univariate ANOVA with average brand attitude toward the South Korean brands as the dependent variable and transgression severity and transgression extent as factors. The results reveal a significant effect of transgression severity on average brand attitude (M low severity = 4.08, M high severity = 3.70; F(1, 173) = 7.88, p < .01) but no effect for transgression extent and no significant interaction.
Next, we conducted two separate analyses of covariance by including South Korea's micro and macro country image in the model as covariates, respectively. The results show that micro country image is significantly related to attitude toward South Korean brands (F(1, 174) = 42.10, p < .001) and that the effect of brand transgression severity decreases but remains significant (F(1, 174) = 2.83, p < .10). This pattern of results indicates that micro country image partially mediates the . A .
. A . Figure 2) for the severity transgression dimension.
At the individual brand level (see Figure 3 , Panel B), transgression severity had a significant effect on three of the examined South Korean brands (Kia, Daewoo, and LG) but not on Samsung. Furthermore, the Hyundai transgression also did not have a significant effect on attitude toward the German control brand, Audi, or the American brand, Ford.
H 3 predicts that a brand transgression by a less-typical brand will follow the subtyping conversion model, which suggests narrower spillover effects. To examine this prediction, we focused on the spillover effects for each individual brand as a result of Beck's transgression. Consistent with the Mercedes-Benz and Hyundai contexts, the extent dimension was not significantly related to any of the examined brands, so we focus on the results related to severity ( 38, p > .10). This result supports H 3 and suggests a narrower, subtyping effect as a result of a brand transgression by a beer brand as opposed to a brand transgression by an automobile brand, which is more pronounced in the country-image mental network.
Consistent with the Mercedes-Benz context, the Beck's transgression had a significant effect on Germany's micro country image (M low severity = 5.07, M high severity = 4.44; F(1, 175) = 9.14, p < .01) but no effect on Germany's macro country image (M low severity = 4.69, M high severity = 4.44; F(1, 175) = 1.74, p > .10). The mediation model also mimics the Mercedes-Benz context. When we add micro country image to the model as a covariate, micro country image is significantly related with attitude toward German beer brands (F(1, 175) = 37.70, p < .001), and the effect of brand transgression severity disappears (F(1, 175) = 1.66, p > .10), which again suggests that micro country image fully mediates the relationship between brand transgressions and attitude toward related brands (see Figure 2 ).
DISCUSSION
The COO literature stream has primarily characterized the benefits of a strong country association for brands from countries with a positive country image (e.g., Koschate-Fischer, Diamantopoulos, and Oldenkotte 2012; Oberecker and Diamantopoulos 2011) . Industry practices reflect these benefits by attempts to accentuate country associations in advertising campaigns, (e.g., Volkswagen: "Das Auto," "The Power of German Engineering"; Opel: "Wir leben Autos"). German automaker Audi is even concerned about negative consequences to its image resulting from its increased production of automobiles outside Germany (Schmidt 2013) . Thus, both theory and practice recognize the power of country association. However, our findings suggest that firms strongly associated with a country may also be vulnerable to negative spillover risks resulting from brand transgressions of prototypical brands. The negative spillover is transferred through country image; however, the way the negative spillover is transferred to other brands is influenced by the level of development of the country image, while the reach of the negative spillover is influenced by the prototypicality of the transgressing brand.
The theoretical explanation for negative spillover from prototypical brand transgressions is grounded in prototype theory and models of schema change, thus providing a new theoretical lens through which to examine COO effects. We demonstrate how the product crisis of a prototypical exemplar may influence attitudes toward same-country brands. This suggests a more complex relationship between brand image and country image than the unidirectional relationship from country to brand depicted in the majority of COO research (e.g., Pharr 2005; Sharma 2011; Verlegh and Steenkamp 1999) . Brand transgressions by prototype brands negatively affect country image, and the weaker country image, in turn, negatively affects brand attitude toward other related brands. This finding shows evidence of the close connection in the brain's wiring between a country's iconic brands and the country's image. Whereas our findings are counter to the favored causal path in prior COO research, they are consistent with Han's (1989) summary perspective of country image.
The nature of the transfer of negative effects from brand transgression of a prototypical exemplar to samecountry brands is mediated by two dimensions of country image, macro and micro. A brand transgression by a country's prototypical brand influences the image of the country with respect to beliefs about its products (i.e., micro image). The negative spillover effects are then transferred to other products from the same country, a sort of guilt-by-association effect. In NICs with a lessdeveloped macro country image, the transference is also mediated by macro country image (i.e., associations about the economic, political, or cultural environment).
We suggest that the explanation for the differential effect is the stability of the macro country image of an advanced economy versus that of an NIC. The stability of the country image is a function of the degree of familiarity and knowledge of the country with respect to economic, political, and cultural elements. For example, Germany's image is influenced not only by its products and brands but also by the strength of its economy in general, its political influence in world affairs, and its culture. In the United States, Germany's influence is evident in, for example, the fact that children go to "Kindergarten" and a common reply to a sneeze is "Gesundheit." An NIC such as South Korea offers a contrast because knowledge about the overall economic, political, and cultural environment is less widespread. Thus, the development of macro country image for an NIC relies on only comparatively few bits of information. When there are few bits of information on which to rely, a new piece of information, such as a prototypical brand transgression, will have a disproportionate influence on macro country image for an NIC compared with an advanced economy.
The spillover of negative effects also depends on the prototypicality of the transgressing brand. Brand managers and government officials need not immediately enter crisis response mode in fear of negative spillover following a brand transgression. The degree of negative spillover depends on how consumers view the transgressing brand. If they view it as central to the country image category, it will have further-reaching effects than if the transgressing brand is not prototypical. We found that a strong prototypical brand transgression had negative spillover effects onto not only brands of the same product category but also brands from other product categories from the same country. However, this was not the case for a brand transgression of a less prototypical brand, whose negative spillover effect was limited to brands from the same product category.
Drawing on insights from risk management (e.g., Harris, Jenkins, and Glaser 2006) and medical research (e.g., Cox, Cox, and Mantel 2010), we found that brand transgression can potentially vary in significance on the basis of a depth (severity) dimension and a width (extent) dimension. Accordingly, we explored the effects of both dimensions in our research design. Somewhat surprisingly, the extent dimension had no influence on consumers' attitudes toward related brands or country image in any of the three experimental contexts. It seems that extensive recalls may be more of a "creeping normalcy" than "death by a thousand cuts." For example, in 2009, almost 40 auto brands issued recalls in the United States (AutoRecalls.org 2013). Yet only Toyota's recall garnered significant public attention because of its severity and the alleged loss of life resulting from automobiles accelerating out of control. This suggests that future marketing researchers exploring the effects of brand transgression may only need to examine severity (depth of transgression) effects.
Managerial Implications
The more nuanced understanding of the interplay between brands and country image has important implications for managers and policy makers. Policy makers interested in maintaining or enhancing a country's image should remain aware of attitudes toward its iconic brands because the actions and attitudes toward those brands affect country image. Japanese and U.K. government officials expressed such sentiments after the Toyota and BP transgressions, respectively (Gribben and Spillius 2010; Mochizuki 2010) , and this study provides empirical evidence that such concerns might be warranted.
This understanding is particularly important in lessdeveloped markets. Newly industrialized countries have weaker and less stable country images, so when the transgressing brand is from an emerging market, the spillover can extend to macro country image. This has implications for building the country image of an NIC. Strong, successful prototypical brands might enhance both micro and macro country image; however, if those brands suffer transgressions, the result might erode. Governments of NICs make considerable efforts to attract foreign investors and improve their country image (Wilson and Baack 2012) . Therefore, NIC governments should consider monitoring attitudes toward their iconic brands as part of their country image assessment. In addition, NIC governments might consider preparing guidelines on how to manage public perceptions in the event that one of its iconic brands suffers a major transgression.
For industry, managers of a transgressing brand will certainly need to engage in heavy public relations management. This naturally requires the company to fix the problem in a transparent fashion and an effective communication campaign. Public relations campaigns need not only to be employed during the crisis but also to reassure consumers that the brand again stands for quality and a high value proposition long after the crisis is over. However, this study also provides evidence that brands associated with the COO of a transgressing brand are likely to experience negative effects despite having done nothing wrong. Thus, similar to the transgressing brand, related brands might need public relations campaigns to protect their image and reduce the negative impact. In an experimental context, Roehm and Tybout (2006) find that a denial distancing the related firm from the transgressing firm can reduce negative spillover. Today, many firms have implemented a risk management plan addressing various potential problems (Tybout and Roehm 2009 ). Future risk management procedures might also need to include what-if scenarios and response plans for a scandal involving a related prototype brand.
Further Research and Limitations
Several questions remain regarding negative spillover effects. For example, how enduring might these effects be, and what factors might govern the restoration of the transgressing brand's image? Given the long record of quality and safety in countries such as Japan and Germany, would brands from these countries rebound faster compared with those from an emerging market such as South Korea? Might the consumers' time-orientation values moderate the time for recovery in brand attitude? In some countries (e.g., the United States), consumers are more short-term oriented and perhaps willing to move on more quickly than those in other, more long-termoriented countries. In this study, we examined the distinction between micro and macro country image; however, we focused on relatively holistic views of macro and micro country image, and further research may benefit from exploring more nuanced dimensions. For example, micro country image can be split into design, engineering, and manufacturing capabilities (e.g., Chao 2001), and macro country image can be divided into economic, political, people, and cultural dimensions. Further research could explore whether brand transgressions affect these dimensions differently.
Another potential area of extension that may provide further insights involves differences in the consumer's relationship with the brand. Spillover effects might be affected by the consumer's commitment and loyalty to the brand (see Ahluwalia, Unnava, and Burnkrant 2001) , the brand's perceived personality characteristic (see Aaker, Fournier, and Brasel 2004) , or the consumer's self-brand connections (see Cheng, White, and Chaplin 2012 ).
This study is also limited in scope in explaining the spillover from the transgressing brand to country image and related brands. Further research should explore where consumers turn when their favorite brand (from a favorite country) commits a major transgression. If a domestic alternative exists, it might be natural for consumers to turn toward safer and better-known domestic alternatives. Researchers could explore how this happens and whether such a relationship would potentially be moderated, or even mediated, by constructs such as nationalism, patriotism, consumer ethnocentrism, and/or animosity. If a domestic alternative does not exist, the processes by which consumers find another alternative also could be a fruitful area for further research.
As these questions illustrate, significant opportunities for further research remain. Nonetheless, this study offers evidence that the negative effects of a product crisis might reach far beyond the transgressing brand itself to affect related brands, micro country image, and even an NIC's macro country image. The tail, it seems, might wag the dog.
